
On cooperative efforts … 

The collaborative working relationship with the 
other exchanges, the Defense Commissary Agen-
cy (DeCA) and Morale, Welfare and Recreation 
(MWR) has been, and continues to be, extremely im-
portant for our collective benefit. We have a number 
of cooperative efforts that once were considered new 
initiatives, but are now just normal business. 

Our joint exchange private label, Exchange Select, 
generates over $50 million in annual sales across the 
exchanges. We instituted processes that allow our cus-
tomers to redeem an exchange gift card at any of the 
exchanges, no matter where it was purchased, whether 
it be in a NEX, in an Army & Air Force Exchange 
Service (AAFES) exchange, or at an MCX store. This 
cross-acceptance of the gift card effort is a great ben-
efit to our customers. In 2012, $1.5 million in gift card 
sales occurred with redemption at another exchange. 

We continue to focus on cooperative efforts 
where we collectively see the most benefit. Most re-
cently, it has been joint efforts with our contracts and 
logistics programs. Over the past two years, our joint 
contracts generated an estimated $45 million in sav-
ings by combining our procurements. 

Not only do our joint efforts reduce our overall ex-
penses, but in many cases, they improve merchandise 
availability and store in-stocks. We have a wonderful 
partnership with the Marine Corps, where our DCs 
provide warehoused merchandise support to MCX 
stores, providing over $30 million in merchandise an-
nually.  Beyond the individual cooperative efforts, all 
of the military resale commands have a great work-
ing relationship. At all levels, from the CEO/director 
to the installation managers, we are sharing informa-
tion, working together and finding opportunities to 

On NEXCOM’s new brand-
ing program, customer 

satisfaction and sales, and 
how patrons and installation 
leadership are responding to 

their new stores …

The past year was a very 
solid and productive one for 
the NEXCOM Enterprise. Our 
associates worked hard to de-
liver this important quality-of-
life benefit to our customers in 
our NEXs, Navy Lodges, Ships 
Stores, and uniform shops. In 
all areas, our continued work 
on PREMIER customer service has made a signifi-
cant impact and is noticed and appreciated by our 
customers. We see that clearly in our surveys; our 
2012 Customer Satisfaction Index (CSI) survey rose 
two points to a record 85 for NEXs, while the Navy 
Lodge guest satisfaction rating remained at an all-
time high of 95. 

We are implementing branding across the 
NEXCOM Enterprise, which will create a consis-
tent and seamless customer experience, emphasizing 
quality, value and savings. This enterprise branding 
can be seen at NAS Oceana, Va., WRNMMC Bethes-
da, Md., the Little Creek Mini-Mart at JEB Little 
Creek-Fort Story, Va., and on the USS Harry S. Tru-
man (CVN-75), our first Ships Store afloat. 

Both customers and installation commanders 
continue to respond favorably to our progress in this 
area. Retail sales were up 2 percent over last year and 
our operating profit rose 15 percent above last year, 
so I am extremely pleased with our performance.

On the new Suffolk, Va., Distribution Center 
and its capabilities …

The transition to the new Suffolk, Va., Northeast 
Distribution Center (NEDC) went very smoothly and 
we completed the move in early October, on time and 
under budget. Stores were supported from both the 
old and new DCs once merchandise movement be-
gan.  This was also at the beginning of the holiday 
season for the DC to ship goods to stores in Europe, 
the Middle East and Djibouti, as well as handling the 
staging for goods destined for the new Bethesda store.

Currently, NEDC supports 50 Marine Corps 
Exchange (MCX) stores as well as 100 NEX loca-
tions. NEDC could support other resale partners as 
an entire second shift could be added to increase the 
amount of merchandise that flows through the DC.

W ith customer satisfaction at an all-
time high, it’s clear that Navy fam-
ily patrons value their benefit more 

than ever. On the institutional side of the 
coin, however, it’s also evident that the Navy 
Exchange Service Command (NEXCOM) 
enterprise is an increasingly integrated part 
of the Navy and Navy installations — from 
retail stores, gas stations and name-brand, 
quick-serve restaurants, to the Navy’s Uni-
forms Program, textile research and Navy 
Lodges.

In this exclusive interview, NEXCOM 
Chief Executive Officer Robert J. Bianchi 
SC, USN (Ret.), reviews the fundamental 
connections among Navy servicemembers, 
their families and today’s benefit, and how 
the exchange system is shaping the benefits 
NEXCOM delivers to be more agile and rel-
evant in its service to patrons and base com-
manders.

NEXCOM CEO Rear Adm. Robert J. Bianchi, SC, 
USN, (Ret.), visits with customers and associates at 
NAS Pensacola/Aviation Plaza, Fla., during a tour of 

stores in the area. 

W

Satisfied Patrons,
Valued Benefit

NEXCOM Chief Executive Officer (CEO) Robert J. Bianchi, SC, USN (Ret.)
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improve the services we all provide to our deserving 
military members and their families. 

On NEXCOM’s ever closer integration with the 
Navy’s needs and mission, Sailor and family 

needs, adapting to Navy traditional values … 

NEXCOM is first and foremost a Navy com-
mand.  We are an integral part of the Navy installa-
tions on which we operate. Our managers and district 
vice presidents are part of the regional and installa-
tion commands; they are intimately involved in local 
initiatives. When I travel to visit our locations around 
the world, it is also important for me to meet with 
base leadership.  I am able to hear their feedback first 
hand, which is invaluable.  

This year, we changed our approach to the af-
ter-Thanksgiving and the entire holiday shopping 
season. Our Navy Blue Holiday was aligned with 
Navy and family values and preserving the holiday’s 
cultural values.  We also reached out to our afloat 
Sailors with a special holiday sales event. Deployed 
Sailors were able to take advantage of some great 
deals at myNavyExchange.com. We also continue to 
support SECNAV’s 21st Century Sailor and Marine 
initiative with our launch this year of “A Better You” 
campaign, which will expand healthy alternatives 
throughout the NEXCOM enterprise.    

In this time of financial uncertainly, the quality-
of-life benefit we deliver each and every day is more 
important than ever to our Sailors and their families 
– Navy leadership recognizes that.  

On ways NEXCOM seeks to be a better 
steward of Sailor dollars …

In the current fiscal environment, the role of our 
non-appropriated fund (NAF) exchange program as 
a non-pay compensation benefit becomes more criti-
cal to our commitment to the quality of life of our 
military families. NEXs balance a dual mission to 
provide quality goods and services at a savings, and 
to support Navy quality-of-life programs. Therefore, 
we need to operate as efficiently as possible to gen-
erate the net profit necessary to capitalize and fund 
Navy MWR programs. One of my focus areas is to 
perform to our financial plan and continually im-
prove business processes. My direction is to use effi-
ciency metrics to hold managers accountable to their 
plan. This is part of our culture and it is reflected in 
our day-to-day activities. 

On the ancillary benefits NEXCOM provides  
in addition to the core retail benefit …

The NEXCOM Enterprise reaps benefits from 
working together. For example, our Ships Stores Pro-
gram redesigned the Western Pacific supply chain by 
consolidating and streamlining stock replenishment, 
by using an existing NEX store supply chain to im-
prove the quality of life for forward-deployed Sailors 

in Japan and Guam. 
Our Telecommunications Program Office (TPO) 

partnered with Wireless Advocates to open 13 NEX 
Mobile Centers at CONUS NEX stores during 2012.  
TPO also worked with Navy Lodge Program to in-
stall free Wi-Fi in Navy Lodges worldwide.  

The Uniform Program Management Office 
(UPMO) launched the Navy parka wear test, assisted 
with the introduction of the new optional all-weather 
coat and is continuing work on the Navy standard 

Guiding 
Principles and
Key Objectives

E and C News asked Rear Adm. Robert 
J. Bianchi, SC, USN (Ret.), to comment on his 
guiding principles and strategic objectives for 
2013 (see E and C News 2/13.)

“I remain optimistic and excited about the 
direction NEXCOM is heading as an organiza-
tion. The work being done each and every day 
to deliver valuable and meaningful quality-of-life 
benefits to our Sailors and their families directly 
contributes to both military and family readiness,” 
the NEXCOM CEO said. “As an enterprise, we 
strive to deliver a consistent and seamless cus-
tomer experience to our Sailors and their families 
throughout their Navy journey.” 

According to Bianchi, the five basic focus 
areas from 2012 have not changed in his 2013 
Guidance, “and that is deliberate,” he empha-
sized. “We are on a solid course and I believe we 
are gaining traction and steadily moving forward. 
This year’s guidance remains aligned to our 2015 
Strategic Plan as well as Naval Supply Systems 
Command’s (NAVSUP) Strategic Plan and Chief 
of Naval Operation’s (CNO) Sailing Directions.” 

For 2013, some of the objectives NEXCOM 
will be focused on, Bianchi said, “include align-
ing our strategic messaging across the enterprise 
to create a consistent and seamless customer 
experience, emphasizing quality, value and sav-
ings; finalizing our Oracle Retail Point of Sale 
(ORPOS) pilot program and beginning enterprise 
deployment; launching ‘A Better You’ campaign 
highlighting healthy alternatives; and introducing 
an omni-channel retail experience while growing 
our e-commerce business.

“This is a solid plan,” Bianchi observed, “and 
if we remain on this path with a renewed focus on our mission and goals, we will continue to achieve our objectives 
and remain a critical element in sustaining the readiness and retention of our Sailors, their families and our Navy as 
a whole.”

NEXCOM has been an integral player in preparing NEX Djibouti at Camp 
Lemonnier in the Horn of Africa for increasing numbers of incoming 

servicemembers from all branches of the armed services. Here Bianchi (third 
from left) and, to the left of Bianchi, NEX Djibouti General Manager Lisa 
Curren, Camp Lemonnier Executive Officer Cmdr. Israel Harden, USN, and 
Commanding Officer Capt. Kevin Bertelsen, USN, and Sameer Shaikh, Shaiki 
Enterprises, (first on left), Omar Bukhowa, Owner of Subway Concessions In 
Africa, Bukhowa Investments (second from left), help cut the ribbon for the 
opening of a new Subway quick-serve restaurant at the Djibouti installation.

Serving and Supporting the Mission
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/MISSION:YOU
NEXCOM 2013 CEO Focus Areas

DELIGHT OUR CUSTOMERS TO CREATE ADVOCATES
•	 Align	our	strategic	messaging	and	branding	across	the	NEXCOM	

Enterprise to create a consistent and seamless customer experience, 
emphasizing quality, value and savings

•	 Develop	a	NEXCOM	Enterprise	customer	loyalty	program
•	 Introduce	an	omni-channel	retail	solution	while	growing	current	

e-commerce business

TAKE CARE OF OUR ASSOCIATES,
BOTH TODAY AND TOMORROW
•	 Embrace	a	culture	of	trust	across	the	NEXCOM	Enterprise	to	improve	

communication and foster associate engagement
•	 Prepare	our	associates	for	the	next	step	in	their	NEXCOM	careers	and	

encourage continuous learning
•	 Support	a	safe	and	secure	working	environment

PERFORM TO OUR FINANCIAL PLAN AND
CONTINUALLY IMPROVE BUSINESS PROCESSES
•	 Maintain	a	strong	system	of	internal	controls	and	an	ethical	environment
•	 Finalize	the	ORPOS	pilot	and	begin	enterprise	deployment
•	 Define	standards,	refine	processes	and	implement	tools	to	improve	overall	

merchandise availability
•	 Develop,	test	and	deploy	ROM	v3	afloat
•	 Accelerate	Business	Continuity	of	Operations	Planning	efforts

MAXIMIZE SAILOR PERSONAL READINESS AND
STRENGTHEN OUR NAVY FAMILY CONNECTION
•	 Support	SECNAV’s	21st	Century	Sailor	and	Marine	initiative
•	 Launch	“A	Better	You”	campaign	expanding	healthy	alternatives	across	

the NEXCOM Enterprise
•	 Expedite	development	and	delivery	of	Navy	uniform	enhancements
•	 Partner	with	Installation	Commanders	to	improve	base	community	

support

COLLABORATE WITH MWR, MILITARY RESALE
PARTNERS AND NAVY COMMANDS TO REDUCE
COSTS AND INCREASE EFFECTIVENESS
•	 Strengthen	resale	partnerships	through	the	Cooperative	Efforts	Board
•	 Develop	additional	energy	conservation	and	reutilization	initiatives
•	 Implement	automated	tools	in	support	of	the	DoD	School	Lunch	Program
•	 Expand	NEXCOM’s	Navy	uniform	program	management	role	in	

partnership with Chief of Naval Personnel
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an environment where there are many choices. Sim-
ply stated, when we delight our customers, we create 
advocates and win their loyalty. When we win their 
loyalty, we fortify our brand equity. When we fortify 
our brand equity, we increase sales.

On how self-sustaining NEX-generated earnings 
fund store renovation and upgrade projects …

We recently completed expansion/resets at our 
NS San Diego, Calif., and NB Norfolk, Va., flagship 
stores as well as construction of our newest store at 
WRNMMC Bethesda, Md. We’re pressing forward 
with the construction of a new main store at NS An-
napolis, Md., a new Fleet Store at NSA Charleston, 

JB Charleston, S.C., and new Mini-Marts at 
NAS Pensacola, Fla.; NSA Northwest An-
nex, Chesapeake, Va., and NSA Bahrain. 
We have major resets queued up for Pearl 
Harbor Exchange, JB Pearl Harbor-Hickam, 
Hawaii, as well as a number of second-tier 
locations including JEB Little Creek, NAS 
Jacksonville, Fla., NAS Lemoore and NAS 
North Island, Calif., NSA Mid-South, Tenn., 
NSB New London, Conn., and NAS Corpus 
Christi, Texas.  

Our plans beyond this focus predomi-
nantly on store resets/image upgrades at a 
number of locations. While the recapitaliza-
tion accounts are independent from appro-
priated funding streams, we will of course 
consider the fiscal environment in which 
we find ourselves, as we seek to balance re-
capitalization with our mission of providing 
goods and services at a savings, and divi-
dends to the Navy’s MWR programs.

As a NAF instrumentality, the recapital-
ization program is funded solely from NAF funds 
from a portion of the profits derived from operations.   

On special events and programs and his 
message to NEXCOM associates and vendor 

partners … 

Our committed vendor community is engaged 
in many aspects of our business. Among those that 
are particularly rewarding are our Customer Appre-
ciation Events especially designed for our overseas 
installations. Whether it be our annual NS Guanta-
namo Bay, Cuba, “GITMO” event, or Guam, Naples 
and Yokosuka events, the families living overseas 
look forward to our combined events offering prod-
uct specials, giveaways and entertainment.

Our merchandising team entered into joint value-
creation initiatives with our top-volume vendors. 
From this, we have been able to continue our first-to-
market, price leadership and product dominance in 
key targeted areas. This has truly made a difference 
in the shopping experience as well as our success in 
key iconic brands.

I can’t thank our dedicated associates and patri-
otic vendors enough for making these special events 
happen each year. When you see the happy faces of 
our Sailors and their spouses and children at the Cus-
tomer Appreciation Events, it makes everything we 
do so worthwhile!

—E and C NEWS

cover and Navy running suit wear tests. 
The Navy Clothing Textile and Research Facil-

ity (NCTRF) provided technical documentation and 
patterns to the Defense Logistics Agency-Troop 
Support (DLATS), to begin procurement of the rede-
signed male service dress blue jumper and trousers 
and the redesigned male and female service dress 
white jumper.  Beyond the NEX, the NEXCOM En-
terprise remains a critical element in sustaining the 
readiness and retention of our Sailors, their families 
and our Navy as a whole.  

On NEXCOM’s relationship and service to 
installation commanders …

During my travels, I regularly visit with 
regional and installation commanders and se-
nior enlisted leadership. They are responsible 
for ensuring the services and support pro-
vided by NEXCOM is responsive in meeting 
the needs of the customer. They tell me that 
they appreciate and value their NEX general 
managers reporting directly to the installation 
commander because it ensures the NEX is re-
sponsive to the needs of the command. This 
goes beyond the daily business and includes, 
for example, motorcycle safety, disaster re-
sponse and alcohol deglamorization. 

Installation commanders know they can 
count on NEXs as part of their command’s 
disaster relief efforts. NEX’s are an integral 
part of Navy installations and play a very im-
portant family support role. Each installation 
has its own unique concerns and this report-
ing relationship provides the flexibility they 
need to address their requirements.  

On factors influencing NEXCOM’s overall 
financial picture, including reinvesting in 

stores, Navy MWR, and supporting contingency 
operations and deployed families and 

servicemembers, and its return on investment …

As you know, the NEX is a non-appropriated 
funded (NAF) and self-sustaining organization. Our 
authorized patrons, principally Sailors and family 
members, fund the business though sales generated 
at the register and are the ultimate owners. Profits 
generated are returned to them through support for 
Navy MWR programs and reinvestment in NEX 
infrastructure. Having said that, because we are po-
sitioned globally to support forward-deployed fami-
lies, we do receive some direct appropriated funds 
(APF) for overseas transportation to ensure our over-
seas families are provided a comparable range of 
U.S. products with pricing similar to their U.S. ser-
vicemember counterparts. 

In addition, we derive some benefit for common 
support-type functions such as health and safety and 
building sustainment, which are provided by the in-
stallation. Capturing all that support, the NEX easily 
provides a 6-to-1 return on the government’s APF in-
vestment, and that is just counting the tangible eco-
nomic benefit. 

The value of the NEX goes beyond just the eco-

nomic proposition, providing other family support 
as well as acting as a Navy enabler in areas such as 
contingency support, etc. You would be hard pressed 
to find any other instrumentality of the U.S. govern-
ment that provides that kind of return on investment.  

With respect to pressures on sales generation 
and funding, the simple answer is yes. Retail, as 
we all know, is a very competitive business, and we 
must continue to evolve the organization to remain 
customer-relevant. The key to this is our ability to 
remain agile and flexible; which, when threatened, 
creates business risk that must be managed. 

We are keeping a watchful eye on the nation’s 
fiscal challenges which could affect base operating 
budgets and thus affect authorized support of NEX 
costs. Such a move could shift more expenses to be 

funded from exchange revenue and change our value 
proposition. While we have an active “inform and 
educate campaign” with our senior leaders in this 
regard, we remain mindful that we have a partner-
ship role to play in efficiently managing funds in this 
constrained environment.  

On customer service training and how it 
improves NEXCOM’s sales and service …

The PREMIER Customer Service Suite of 
Learning Tools is constantly being expanded to meet 
the needs of the organization and the purpose of the 
program. 

Over the years, we have seen steady gains in 
customer satisfaction, particularly with our associ-
ates. Customers have consistently scored our associ-
ates higher in courtesy, knowledge, availability, and 
“treating [them] like a valued customer.” Our 2012 
CSI survey rose two points to a record 85 for NEXs, 
while Navy Lodge guest satisfaction rating remained 
at an all-time high of 95.

With consistent, reliable shopping experiences, 
combined with our PREMIER brand of customer 
service, our organization becomes “top of mind” in 

Reviewing the launch of NEXCOM’s newly re-
branded Ships Store décor and fixturing pack-

age, Bianchi (left) tours the USS Harry S. Truman 
(CVN-75) with Charles Vaughan, vice president, 

NEXCOM Ships Stores Program.
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